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Preface 

The Na ional Curriculum Framework, 2005, recommends  ha  children's life a  school 
mus  be linked  o  heir life ou side  he school. This principle makes a depar ure from  he 
legacy of bookish learning which con inues  o shape our sys em and causes a gap 
be ween  he school, home, communi y and  he workplace. 

The s uden  workbook on "Re ail Basics" is a par  of  he qualifica ion package 
developed for  he implemen a ion of Na ional Voca ional Educa ion Qualifica ion 
Framework (NVEQF), an ini ia ive of Minis ry of Human Resource Developmen  (MHRD), 
Governmen  of India  o se  common principles and guidelines for a na ionally recognized 
qualifica ion sys em covering Schools, Voca ional Educa ion and Training Ins i u ions, 
Technical Educa ion Ins i u ions, Colleges and Universi ies. I  is envisaged  ha   he NVEQF 
will promo e  ransparency of qualifica ions, cross-sec oral learning, s uden -cen red 
learning and facili a e learner's mobili y be ween differen  qualifica ions,  hus 
encouraging lifelong learning. 

This s uden  workbook, which forms a par  of voca ional qualifica ion package for 
s uden 's who have passed Class VIII or equivalen  examina ion, was crea ed by a group of 
exper s. The Re ailer's Associa ion of Skill Council of India (RASCI), approved by  he 
Na ional Skill Developmen  Corpora ion (NSDC) organized Re ailing Indus ry developed 
 he Na ional Occupa ion S andards (NOS). The Na ional Occupa ion S andards are a se  of 
compe ency s andards and guidelines endorsed by  he represen a ives of organized 
re ailing Indus ry for recognizing an assessing skills and knowledge needs  o perform 
effec ively in  he workplace. 

The Pandi  Sunderlal Sharma Cen ral Ins i u e of Voca ional Educa ion (PSSCIVE), a 
cons i uen  of Na ional Council of Educa ional Research and Training (NCERT) in 
associa ion wi h SKSDC has developed modular curricula and learning ma erials (Uni s) for 
 he voca ional qualifica ion package in organized re ailing sec or for NVEQ levels 1  o 4; 
Level 1 is equivalen   o Class IX. Based on NOS, occupa ion rela ed core compe encies 
(knowledge, skills and abili ies) were iden ified for developmen  of curricula and learning 
modules (Uni s). 

This s uden  workbook a  emp s  o discourage ro e learning and  o necessary 
flexibili y in offering of courses, necessary for breaking sharp boundaries be ween 
differen  subjec  areas. The workbook a  emp   o enhance  hese endeavour by giving 
higher priori y and space  o oppor uni ies con empla ion and wondering, discussion in 
small groups and ac ivi ies requiring hands on experience. Hope  hese measures will  ake 
us significan ly fur her in  he direc ion of a child cen red sys em of educa ion ou lined in 
 he Na ional Policy of Educa ion (1986). 

The success of  his effor  depends on  he s eps  ha  school Principals and Teachers 
will  ake  o encourage children  o reflec   heir own learning and  o pursue imagina ive 
and on  he job ac ivi ies and ques ions. Par icipa ion of learner in skill developmen  
exercises and inculca ion of values and crea ivi y is possible if involve children as 
par icipan  in learning, and no  as receiver of informa ion. These aims imply considerable 
change in school rou ines and mode of func ioning. Flexibili y in  he daily  ime  able 
would be a necessi y  o main ain  he rigour in implemen ing  he ac ivi ies and required 
number of  eaching days will have  o be increased for  eaching and  raining. 
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About the Workbook 

This workbook is  o assis  you wi h comple ing  he Uni  of Compe ency RS101-NQ2012: 
Retail Basics. You should work  hrough  he workbook in  he classroom, a   he workplace 
or in your own  ime under  he guidance and supervision of your  eacher or  rainer. This 
workbook con ains sessions which will help you  o acquire relevan  knowledge and skills 
(sof  and hard) on various aspec s of  he uni  of compe ency. Each session is small 
enough  o be easily  ackled and diges ed by you before you move on  o  he nex  session. 
Anima ed pic ures and pho ographs have been included  o bring abou  visual appeal and 
 o make  he  ex  lively and in erac ive for you. You can also  ry  o crea e your own 
illus ra ions using your imagina ion or  aking  he help of your  eacher. Le  us now see 
wha   he sec ions in  he sessions have for you. 

Section1: Introduction 

This sec ion in roduces you  o  he  opic of  he Uni . I  also  ells you wha  you will learn 
 hrough  he various sessions covered in  he Uni . 

Section 2: Relevant Knowledge 

This sec ion provides you wi h  he relevan  informa ion on  he  opic(s) covered in  he 
session. The knowledge developed  hrough  his sec ion will enable you  o perform cer ain 
ac ivi ies. You should read  hrough  he informa ion  o develop an unders anding on  he 
various aspec s of  he  opic before you comple e  he exercise(s). 

Section 3: Exercise 

Each session has exercises, which you should comple e on  ime. You will perform  he 
ac ivi ies in  he classroom, a  home or a   he workplace. The ac ivi ies included in  his 
sec ion will help you  o develop necessary knowledge, skills and a  i ude  ha  you need 
for becoming compe en  in performing  he  asks a  workplace. The ac ivi ies should be 
done under  he supervision of your  eacher or  rainer who will guide you in comple ing 
 he  asks and also provide feedback  o you for improving your performance. To achieve 
 his, prepare a  ime able in consul a ion wi h your  eacher or  rainer and s ric ly adhere 
 o  he s ipula ed norms or s andards. Do no  hesi a e  o ask your  eacher or  rainer  o 
explain any hing  ha  you do no  unders and. 

Section 4: Assessment 

The review ques ions included in  his sec ion will help you  o check your progress. You 
mus  be able  o answer all  he ques ions before you proceed  o  he nex  session. 
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Introduction 

Re ailing in India is one of  he bigges  sec ors wi nessing  remendous  ransforma ion. The 

Indian re ail indus ry is fif h larges  indus ry and second larges  employer af er 

agricul ure offering brigh  and exci ing career oppor uni ies. 

Indian marke ing sys em is  ransformed from 

ancien  marke   o modern marke . Ancien  

marke ing where  rade was conduc ed by bar er 

sys em for example, a farmer who grew 500 kg 

of whea  would keep 100 kg needed o her 

 hings, viz., clo hes, u ensils, pulses, sal , e c. 

He would  herefore exchange  he balance 400 

kg whea  wi h o her people who made or 

produced o her  hings. Trade also  ook place in 

village marke s or Haats where people exchanged goods wi h each o her. 

Whereas in modern marke ing money is used  o buy daily needed  hings. Now a day’s 

 hings which are of daily needs available a  neares  shop. This is because i  is no longer 

possible  o approach all  he people who manufac ure  he goods you need direc ly. Also 

wi h improvemen  in  ranspor  sys em, goods  ha  are manufac ured far away, even 

overseas, are available in your neighbourhood. 

Meaning and Importance of Retailing 

I  is firs   hing  o unders and meaning and origin of 
The purpose of Retail business is to 

re ailing. The  erm ‘re ail’ is derived from French word 
sell goods and services to the end 

‘re ailer’ which means  o ‘cu -off a piece’ or  o break 
users for their personal or 

 he bulk’. Now we see  he  erm re ail,  o refer as a household consumption at the right 
business ac ivi y  o sell  he goods in small quan i ies as time and at the right place. 
per  he requiremen s of  he cus omers. Re ailing is seen 

as  he final s ep in  he dis ribu ion of produc s for The person who does this business 
consump ion of end users. Therefore, i  includes all  he activity in a small quantity or one 
ac ivi ies involved in  he marke ing of goods and who repeats or relates is a Retailer. 
services direc ly  o  he consumers for  heir personal or 

household consump ion. For ins ances, we of en see  he 

ki ana shopkeepers under aking various ac ivi ies of re ailing in our locali ies. 

7 



  

 

                

                     

                          

                       

                              

                      

                      

 

            

         

            

             

           

           

        

 

            

               

            

    

 

               

              

             

              

             

              

             

 

  

Re ailing business is now no   he same as in  he pas . Re ail business is undergoing rapid 

 ransforma ion in i s marke ing prac ices. Till a few years ago, we bough  mos  

i ems of daily use from small shops in our neighbourhood or a marke  close by. 

These shops such as Ki ana s ores or general s ores are owned by individuals, who 

usually si  in  he shop  hemselves and sell  heir goods wi h  he help of a few 

assis an s. In  he las  few years, however,  he concep  of large depar men al 

s ores and malls has been in roduced, which also provide us wi h  he same produc s. 

To-day,  he  radi ional forma s like hawkers, grocers and paan shops co-exis  wi h 

modern forma s like super-marke s, depar men al s ores, hypermarke s, shopping malls 

and non-s ore re ailing uni s such as mul i level marke ing and  eleshopping. Re ailer’s 

ranges in size from small, independen  and owner- opera ed shops  o na ional and 

in erna ional gian  ca egories. The increasing income levels, new produc s, s andard of 

living, compe i ion in  he marke  and increasing consump ion pa  erns have con ribu ed 

for  he demand crea ion of  hese varied s ores. 

On  he o her side, wi h  he advancemen  of IT and communica ion, elec ronic-re ailing 

became a reali y  o crea e a pla form  o  he sellers  o sell  heir produc s  hrough 

 elevision channels and in erne  for which paymen s can be made  hrough online 

paymen s or e-banking. 

Wi h changing needs and wan s of consumer  he grow h in re ail sec or is inevi able and 

promising fas  paced and exci ing career op ions. This uni  will focus on in roduc ion  o 

re ail business, i s significance and  he emergence of various forma s in re ailing. The 

four sessions will cover an unders anding of  he concep  of re ail business and func ions 

performed by a re ailer,  he basis of classifying re ailing in o s ore and non-s ore 

re ailing. In order  o differen ia e  he various  ypes of re ail forma s  he organized and 

unorganized re ailing. The las  session looks in o  he major Indian and Global re ailers. 
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Session 1:Basics of Retailing 

Relevant Knowledge 

Concept of Retail 

Re ail refers as a business ac ivi y  o sell  he goods in small quan i ies as per  he 

requiremen s of  he cus omers. Re ailing includes all  he 

ac ivi ies involved in selling goods or services  o  he final 

consumers for personal or non-business use. A re ailer or 

re ail s ore is any business en erprise whose sales 

volume comes primarily from re ailing. 

In simple words, any organiza ion selling  o final 

consumers whe her i  is a manufac urer, wholesaler or 

re ailer is doing re ailing. I  does no  ma  er how goods 

or services are sold – in a s ore, on  he s ree , or  hrough 

in erne . Re ailing  hus may be unders ood as  he final 

s ep in  he dis ribu ion of merchandise, for consump ion by  he end users. In easy  erms, 

any individual or firm  ha  sells produc s  o  he final consumers is performing  he 

func ion of re ailing. 

The Functions of Retailer 

The role of a re ailer is  o provide  he produc s  ha  he needs in  he required quan i y a  

 he required place and a  righ   ime. This crea es real added value or u ili y  o  he 

cus omers. This comes from four differen  perspec ives;  hey are, 

• firs , is  he form utility of a produc   ha  is accep able  o  he cus omer, 

• second, is  he time utility keeping  he s ore open when  he consumers prefer  o 

shop, 

•  hird, is  he place utility being available a  a 

convenien  loca ion, and 

• four h, is ownership utility when  he produc  

is sold. 

The Ret iler’s Services to the Customers 

• To supply  he goods in small quan i ies  o 

consumers a  reasonable prices. 

10 



  

 

         

           

            

        

           

          

 

    

           

          

           

          

          

          

       

                        

          

       

     

        

         

       

        

     

         

              

       

 

   

 

             

              

 

   

 

                

       

 

 

• To prac ice personal rela ions, cour esy, a  en iveness and hones y. 

• To an icipa e  he consumer demand and make available such s ock. 

• To guide  he consumer in buying and providing necessary informa ion. 

• To provide replacemen  facili y for  he damages. 

• To display and demons ra e  he goods  o a  rac   he cus omers. 

• To offer credi  facili y  o regular and reliable cus omers. 

Essenti l requirements of Ret ilers 

• Es ablish  he shop in a place where cus omers are a  rac ed. 

• S ock  he goods which are needed by  he cus omers. 

• Compe e in price and quali y of goods  o be sold. 

• Be financially sound and cau ious of over-s ocking or under-s ocking. 

• Up-da e wi h  rends in  he marke  and i s posi ion. 

• Ensure window display and coun er display  o promo e sales. 

• Always be accessible  o  he cus omers. 

A   his poin , i  is essen ial  o unders and  he  erm 

wholesale as bo h wholesalers and re ailers are 

in ermediaries in dis ribu ion channels. Wholesale 

involves in selling  o individuals or organiza ions for 

 heir business use or for resale purpose In o her 

words, wholesalers buy and resell merchandise  o 

re ailers and o her merchan s and no   o  he 

consumers. Normally, wholesalers sell large 

quan i ies. They  ake  he  i le of  he goods. They 

also provide credi  facili y  o  he re ailers. A wholesaler ac s as an in ermediary 

be ween  he manufac urer and  he re ailer. 

Exercise: Assignment 

1. Visi  a Kirana/re ail shop nearby your locali y, in erac  wi h  he shopkeeper and 

ask  he following ques ions and wri e  heir reply in no  more  han 50 words: 

Questions for Shopkeeper 

(i) Wha  are  he differen  ca egories of produc s  ha  are being offered for sale in his 

Kirana/re ail shop? 

11 



  

 

 

                  

  

 

 

  

   

 

                

 

 

 

 

          

 

 

 

 

 

  

 

      

 

              

 

 

               

 

              

 

         

 

        

 

             

 

 

  

(ii) Wha  are  he demographic charac eris ics of  he cus omers who visi   his shop? 

Questions for Customers 

(iii) For wha  reasons you feel sa isfied while making purchases in  he kirana/re ail shop. 

(iv) Wha  are  he shor comings in  he kirana/re ail shop? 

Assessment 

A. Fill in the blanks 

1. Re ailing includes all  he ac ivi ies involved in selling goods or services direc ly  o 

 he…………….. 

2. The goods or services sold under re ailing are used for ………… or …………….. use. 

3. Re ailing is  he final s ep in  he ……………………. channels of goods and services. 

4. Re ailer has  o unders and  he ………………….needs and wan s. 

5. ……………………… buy and resell merchandise  o re ailers. 

6. Wholesalers ac s as an in ermediary be ween  he …………………….. and  he re ailer. 

12 



  

 

    

         

 

         

                   

       

     

             

        

 

          

            

     

   

     

 

             

   

   

   

     

 

  

B. Multiple Choice Questions 

Tick  he correc  answer 

1. The purpose of re ail business is  o …. 

a) Go for par nership 

b) Make maximum promo ion 

c) Ex end  o o her locali ies 

d) Crea e employmen . 

e) Offer produc s and services. 

2. Place u ili y is making  he produc s available a  … 

a) Showrooms 

b) Convenien  loca ion 

c) Dis an  places 

d) Regional s ores 

3. The re ail shop changes  he forma   o sui   he requiremen s of….. 

a) Wholesalers 

b) Producers 

c) Consumers 

d) Tax payers 

13 



  

 

     

 

               

 

 

   

          

             

          

       

 

 

  

     

    

             

        

            

       

 

  

 

   

  

             

 

     

            

 

        

 

          

 

 

        

  

  

 
  

Checklist for Assessment Activity 

Use  he following checklis   o see if you have me  all  he requiremen s for Assessmen  

Ac ivi y. 

Part A 

• Iden ify  he func ions of a re ailer. 

• Specify  he essen ial requiremen s of a re ailer. 

• Iden ify  he services  o be rendered by  he re ailers. 

• Iden ify  he wholesaler and  he re ailer. 

Part B 

Discussed in class  he following: 

• Wha  is re ailing? 

• Wha  are  he func ions of re ailing? 

• S a e  he essen ial fea ures of re ailing? 

• Wha  are  he services  o be rendered by  he re ailers? 

• Differen ia e be ween wholesaler and  he re ailer. 

Part C 

Performance Standards 

The performance s andard may include, bu  no  limi ed  o: 

Performance standards Yes No 

Able  o iden ify  he func ions of a re ailer. 

Able  o specify  he essen ials required for re ailing. 

Able  o specify  he services  o be rendered by  he 

re ailers. 

Able  o iden ify  he difference be ween wholesaler and 

re ailer. 
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Session 2: Organized and Unorganized Retailing 

Relevant Knowledge 

The retail sector is presently undergoing a great transition in India. Previously, customers 
used to purchase their necessities from kirana shops or from the mobile vendors or the 
mandis. This later changed to bigger shops run by one man with a few employees. 
Gradually, more sophistication seeped into this sector and department stores came into 
being. This has made the beginning for the organized sector. Therefore, retail sector can 
be seen as unorganized and organized retailing. Let us now understand each of these 
concepts. 

The Indian Retail Industry, which was traditionally 
dominated by small family run kirana stores is characterized 
by poor infrastructure, inefficient upstream processes, lack 
of modern technology, inadequate funding and absence of 
skilled manpower is known as unorganized retailing. 

Organized retailing refers to running a business in an 
organized and scientific manner. Organized retailing has 
brought in a remarkable advantage for the consumers and has a huge potential for growth 
that leads to a higher GDP contribution to the country and generate employment. 

In India unorganized retailing includes units whose activity is not registered by any statute 
or legal provision, and/or those, which do not maintain regular accounts. This sector is 
characterized by small and scattered units which sell products or services out of a fixed or 
mobile location. Mostly these traditional units include mandis, haats, melas, and the local 
baniya/ kiranas, paanwala, and others like cobbler, vegetable, fruit vendor etc., would be 
termed as the unorganized retailers. 

On the other hand, organized retail is nothing 
but a retail place where all the items are 
segregated and brought under one roof, unlike 
the unorganized retail where different goods 
are sold in different shops. Organized retailing 
provides large number of brands available and 
different types of products at one place. 
Organized retail deals with multiple formats, 
which is typically a multi-owner chain of stores 
or distribution centers run by professional 
management. Today, organized retailing has 
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become an experience characterized by comfort, style and speed. It is something that 
offers a customer more control, convenience and choice along with an experience. 

After understanding the concepts of unorganized and organized retailing let us now 
differentiate between these two. 

Differences between Organized and Unorganized Retail 

Differences between organized and unorganized retail can be specified on the basis of their 
ownership, logistic and supply chain facilities and structure of management .The details are 
as follows: 

1. In organized sector, the retail units are offer large variety of items through its retail 
outlets. But in unorganized sector, very few items are offered for sale in the outlets. 

2. In organized sector, the size of the retail outlet is very large and stores layout and 
design are very attractive and comfortable to the customers. But in unorganized sector, 
the size is very small and usually proper layout and design of the stores is not found. 

3. The size of the employees is very large in organized sector. But in unorganized sector, 
the employees are very less in comparison with organized sector. 

4. In organized retailing, the capital requirement is very high and does not enjoy perpetual 
succession. In unorganized retailing, the capital requirement is very low and the 
business enjoys perpetual succession. 

5. Organized sector cover those enterprises or places of work where the terms of 
employment are regular and people have assured work. Whereas, the unorganized 
sector is characterized by small and scattered units which are largely outside the 
control of government. 

6. In organized sector, the business unit is run on corporate style. But, in unorganized 
sector, the business units are run as sole-trading or partnership units. 

7. In organized sector, the network of the retailer is vast and operates number of branches 
at different places. But in unorganized sector, the business is confined to a particular 
locality and carries the business in a single unit. 

Exercise: Assignment 

1. Visit a retail outlet in the organized sector and a nearby kirana shop and ask the 
following question and record their responses in not more than 50 words: 

Questions for organized retail: 
a) What is the profile of your unit? 
b) What are the amenities provided by your outlet to the customers? 

Questions for unorganized retail: 
a) What is the profile of your outlet? 
b) What are your experiences with regard to competition from organized sector 

outlets? 
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Assessment 

A. Fill in the blanks 

1. Unorganized retail is characterized by ……………… and …………….. units. 

2. The local baniya/ kirana shop come under……………………… retailing. 

3. Large number of brands are provided in ………………………… retail outlets. 

4. All items are ……………………. under one roof in organized retailing. 

B. Multiple Choice Questions 
Tick the correct answer 

1. Under organized retailing, the most common feature is ….. 
a) Number of brands and products are large 
b) Purchases are on credit basis 
c) Few employees exist 
d) Regular accounts are not maintained 
e) All the above 

2. Unorganized retail is mostly confined to a …….. 
a) Particular locality 
b) Different branches 
c) Chain of stores 

3. The capital requirement is high in ………. 
a) Unorganized retail 
b) Organized retail 
c) Both (a) & (b) 

4. The unorganized retail units operate on the basis of …… 
a) Partnership 
b) Sole-trader 
c) Chain stores 

17 



  

 

     

 
               

 
   

       
          
       

 
  

     
      
              
        
              
             

       
  

 
   

  
             

 
     

              
 

         
 

         
 

         

  

 
  

Checklist for Assessment Activity 

Use the following checklist to see if you’ve met all the requirements for Assessment Activity. 

Part A 
• Identify the features of unorganized retail. 
• List out the features organized retail 
• Differentiate between organized and unorganized retail. 

Part B 
Discussed in class the following: 
• What is unorganized retail? 
• What is the importance of unorganized retail? 
• State the features of organized retail? 
• How do the organized retailers operate? 
• What are the benefits of organized retail to the consumers? 

Part C 

Performance Standards 

The performance standard may include, but not limited to: 

Performance standards Yes No 
Able to identify the various types of unorganized retail units. 

Able to identify the features of organized retail units. 

Able to list out the benefits of unorganized retail. 

Able to identify different types of organized retail units. 

18 



  

 

       

 
 

   

 
                

                
      

 
          

 
               

   
 

       
 

               
           

            
          

              
             

           
         

            
           

               
          

           
           

            
           

          
   

 
        

 
       

       
          

      
  

      
       

Session 3: Store and Non-store Retailing 

Relevant Knowledge 

In India, various formats of retail stores exists with a view to delivery its products and 
services to the end consumers. A format is the manner in which a business chooses to 
serve its customers and stakeholders. 

Retailing can be broadly classified as store and non-store retailing. 

A. Store Retailing : Store based retailing can be classified on the basis of ownership and 
merchandised offered. 

a) On the basis of ownership 

i) Independent Retailer: He is one who owns and operates with a few locals or 
family members as assistants. He has direct rapport with the customers. 
Examples are local baniya/ kirana store, and the paanwala. He determines the 
retail strategy depending on the location and the product mix. 

ii) Chain Retailer or Corporate Retail Chain: When two or more outlets are under 
a common ownership, it is called a retail chain. These stores are characterized 
by similarity in the products offered the ambience, advertising and promotions. 
Examples are Bata, Arrow, Louis Philippe Food World etc. 

iii) Franchising: A franchise is a contractual agreement between the franchiser and 
the franchisee, which allows the franchisee to conduct business under an 
established name as per as a particular business format, in return for a fee or 
compensation. Examples are Mc Donald, Pizza Hut, Van Heusen, etc. 

iv) Consumer co-operatives: A consumer co-operative is a retail institution owned 
by its member customers. This type arises largely because of dissatisfied 
consumers whose needs are not fulfilled by the existing retailers. Members run 
these co-operatives and there is no limitation on their growth opportunities. 
Examples are Apna Bazars in Mumbai, Kendriya Bhandars, Sahakari Bhandars, 
Super bazaars, etc. 

b) On the basis of merchandise offered 

i) Convenience Stores: these are relatively small 
stores located near residential areas; they are 
open for long hours and offer a limited line of 
convenience products like eggs, bread, milk, 
vegetables etc. 

ii) Supermarkets: Supermarkets are large retailing 
stores selling a wide variety of consumer 
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Shopping 

products, mostly food, household use and grocery items with a low marginal 
gain. It operates on self-service style but has high turnover. It offers minimum 
services and operates on cash and carry basis. 

iii) Hypermarkets: Hypermarkets combine the features of a supermarket and a 
general merchandise store. It is a very large store at typically destination 
locations. They are designed to attract customers from a significantly large area 
with their low price offers, unique range and offers. It follows self-service style. 

iv) Specialty Stores: A store specializing in a particular type of merchandise or 
single product of durable goods (furniture, household goods, consumer 
electronics, sports, domestic appliances, jewellery etc) is termed as specialty 
store. They have a very clearly defined target market and their success lies in 
serving their needs. Examples are Gautier furniture, Sony electronics, Tata Gold, 
etc. 

v) Departmental Stores: Departmental stores are located in 
central places or busy locality offering a wide variety of goods 
under one roof. It requires more capital to maintain different 
departments and huge stock of goods. Profit or loss is 
calculated on the entire stock. It is a combination of 
decentralized buying and centralized selling. They also 
establish restaurants inside these stores. They provide home 
delivery services. 

vi) Catalogue Showrooms: Catalogue retailers usually specialize in hard goods 
(house ware, jewelry, consumer electronics, etc). A customer visits the 
showroom and makes his choice of the products using the catalogue mentioning 
the code number of the item. The retailer arranges it from the warehouse for 
inspection and purchase. 

B. Non-Store Retailing : Non-store retailing adopts a direct relationship with the 
consumer. 

Non-store type retailing can be classified as direct personal contact and direct 
response marketing. 

i) Direct Personal Contact: Direct selling involves making a personal contact with 
the end consumer, at his home or place of work. Cosmetics, jewelry, home 
appliances, educational materials, nutritional products, etc. This type of retailing 
follows the party plan or the multi level network. They display and demonstrate 
on inviting to a party or customers act like master distributors appointing their 
customers on commission basis. For example, Eureka Forbes, Amway, 
Tupperware are some well-known companies involved in direct selling. 

ii) Direct Response Marketing: Under this type, the customer becomes aware of 
the products/services offered through a non- personal medium like mail, 
catalogues, phones, television or the internet. It includes various forms of 
communication with the consumers like: 
a) Mail Order Retailing: this form of retailing eliminates personal selling and 

store operations. Appropriate for specific products, the key is using 
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customer database to develop target catalogs that appeal to narrow target 
markets. 

b) Television Shopping: In this form of retailing, the product is advertised on 
television and details about the product features, price, and guarantee/ 
warranty are explained. Phone numbers are provided for different cities 
where the products can be ordered and to get them home delivered. For 
example, the Tele-brands programme, which usually presents the fitness 
and health related products. 

c) E-Shopping: This format allows the customer to evaluate and purchase from 
the comfort of his home through the web sites using internet. The products 
are delivered after online payment/ to their homes with a strong supply 
chain and delivery mechanism. 

d) Telemarketing: Telemarketing is the process of communicating with 
customers through the telephone, to promote products or services. The 
executive contacts customers at a time that is convenient to them. Most 
companies give their toll-free numbers for customers to respond. For 
example, South Element System, a Hyderabad–based company offers 
telemarketing services. 

Exercise: Assignment 

1. Visit two independent retailers in your locality, interact with them and ask the following 
questions and write their reply in not more than 50 words: 

Questions for retailer 

(i) What are the different categories of products that are being offered for sale in his 
retail shop? 

(ii) What are the demographic characteristics of the customers who visit his shop? 

(iii) What are the important features of their retail business? Specify them separately. 
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Questions for Customers 

(i) What makes them to purchase the products in this kirana shop? 

(ii) What are the features of a supermarket you have visited in your place? 

(iii) What are the features of a hypermarket? 

(iv) What are your observations on visiting a departmental store? 

Assessment 

Answer the following questions 
(Use additional sheets of paper if necessary) 

A. Fill in the blanks 

1) When two or more outlets are under a common ownership, it is termed as a ……….. 

2) A franchise is a contractual agreement between the …………… and ………………… 

3) Hypermarkets combine the features of a ……….……….. and …………….. store. 

4) In a ………………… profit or loss is calculated on the entire stock. 

5) In ………………….. retailing the key is the customer database. 

B. Multiple Choice Questions 

Tick the correct answer 

1. The independent retailer operates his business with 
a) Partners 
b) Professionals 
c) Few locals/ family members 
d) None 

2. Corporate retail chain is also called as 
a) Franchise 
b) Chain retailer 
c) Independent retailer 
d) None 

3. Specialty stores have a very clearly defined 
a) Producers 
b) Competitors 
c) Target market 
d) Both (a) and (b) 

22 



  

 

 
     

 
               

 
   
           
            
         

 
  

     
       
           
        
         
        
        
                

 
  

 
   

  
             

 
    

 
           

 
         

 
 

          
 

          
 

  

 
  

Checklist for Assessment Activity 

Use the following checklist to see if you’ve met all the requirements for Assessment Activity. 

Part A 
• Classify the store type retailers on the basis of ownership. 
• Classify the store type of retailers on the basis of merchandise. 
• Identify various formats in non-store type of retailing. 

Part B 
Discussed in class the following: 
• What do understand by independent retailer? 
• What is franchise retailing? 
• State the features of consumer co-operatives? 
• What is organized retailing? 
• What are the features of hypermarkets? 
• What is a departmental store? 
• What are the various forms of non –store retailing? 

Part C 

Performance Standards 

The performance standard may include, but not limited to: 

Performance standards Yes No 

Able to identify the various types of store retailing formats. 

Able to identify the various types of non-store retailing 
formats. 

Able to specify the basis of classifying store retailing. 

Able to specify the basis of classifying non-store retailing. 
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Session 4: Indian and Global Retailers 

Relevant Knowledge 

The Indian population is witnessing a significant change in its demographics. Organized 
retail is on all-time high in India. The improved income and the increased purchasing power 
of a larger section of the Indian population makes the opening of outlets, that has become 
an integral part of everyday life and opened doors for more number of players which 
provide the whole bunch of these improved services a viable opportunity. 

Resulting in many new formats like hypermarkets, supermarkets, discount stores, 
departmental store, convenience store etc. Some Corporate Houses like Tatas (Tata 
Trent), RPG Group (Food World, Music World & Health & Glow), ITC (Life Style), Rahejas 
(Shoppers’ Stop), Hiranandani (Haike) have opened in various urban and semi-urban 
areas. Manufacturers/ Exporters: Pantaloons, Bata, Weekender etc. Multi Brand Outlets: 
Vijay Sales, Apana Bazar, Viveks, etc. also opened. 

Major Indian retailers in 2010 – Some Leading Retail Groups / Chains 

Some of the leading groups operating in the country are described in the following sections: 

(i) Future Group (Pantaloon) 
Pantaloon is one of the largest retailers in India. Pantaloon launched the country’s 
first hypermarket with the name Big Bazaar. This company has introduced the 
following retail segments: 
o Food and Grocery: Big Bazaar and Food Bazaar 
o Home Solutions: Hometown, Furniture Bazaar and Collection-I 
o Consumer Electronics: E-zone 
o Shoes: Shoe Factory 
o Books, Gifts and Music: Depot 
o Health and Beauty Care: Star and Sitara 
o E-tailing: Futurebazaar.com 
o Entertainment: Bowling Co. 

(ii) TATA Group 
Tata group is one of the foremost retailers of India. Trent is its subsidiary and 
operates Westside and Star India Bazaar. This retail house was established in 1998. 
Tata group acquired, Landmark; the largest Indian retail enterprise in the field 
of books and music in 2005. 
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(iii) RPG Group 
RPG group is amongst the oldest retail groups in India. This group entered into food 
and grocery retailing in 1996 with its retail Food World Stores, now renamed as 
Spencer’s. The RPG group also opened pharmacy and beauty care outlets Health & 
Glow. 

(iv) Reliance 
Reliance is one of the biggest retailers in India with Fresh Stores and Reliance 
Electronics. 

(v) Aditya Birla Group 
Aditya Birla Group is the biggest apparel retailer in India with the brands like Louis 
Phillip, Allen Solly, Van Heusen and Peter England. This group is coming up with 
retail outlets in other segments of retail also. 

(vi) K Raheja Group 
The group began its retail operations with Shoppers Stop, India’s first departmental 
store in 2001. Other chains owned by the group include Crossword bookstores, 
Homes Stop Home Solutions) and Mother care (childcare). 

(vii) Easy Day 
It is a 50:50 joint venture between Bharti group of India and Walmart of USA. 

(viii) Global Retail 
Globally retailing is a huge and highly regulated sector. There is one retailer 
amongst the top ten companies in every country. In U.S., it is Walmart with a 
turnover in excess of $139 billion. In U.K. it is Marks and Spencer’s with close to $10 
billion and in Germany it is Karstadt. Globally, retailing is big business, worth a 
staggering $6.6 trillion, according to a recent report published by McKinsey & Co. in 
partnership with the Confederation of Indian Industry (CII). However retail could not 
stop big retail players looking for expansion opportunities. Global retailers also found 
opportunities in different other countries with strong and emerging markets, such as 
China and India. The “Global Powers of Retailing” list ranks global retailers 
according to total revenue. 

Table 1: Top Ten global retailers in 2010 
Sl. 
No. 

Company Country of 
origin 

2010 retail 
sales 
(US$ mil) 

2010 
retail 
growth 

2010 net 
profit 
margin 

2010 
return 
on 
assets 

1 Wal-Mart USA 418,952 3.4% 4.0% 9.4% 
2 Carrefour France 119,642 4.8 0.5 1.1 
3 Tesco U.K 92,171 6.7 4.4 5.7 
4 Metro Germany 88,931 2.8 1.4 2.7 
5 Kroger USA 82,189 7.1 1.4 4.8 
6 Schwarz Germany 79,119 9.4 NA NA 
7 Costco USA 76,255 9.1 1.7 5.6 
8 The Home Depot USA 67,997 2.8 4.9 8.3 
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9 Walgreen USA 67,420 6.4 3.1 8.0 
10 Idi Germany 67,112 5.2 NA NA 
Contribution of Top 10 to sales total 1,159,788 5.0 3.0 6.4 
Contribution of Top 250 3,940,747 5.3 3.8 5.8 
Top 10 share of total 29.4% 

Sources: published company data and Planet Retail 

Leading retailers increased their store openings 2011. However, the annual growth of their 
investments within their group was a solid 11% due to development of their portfolio and 
their investments in infrastructures rather than to inflation costs. The population has grown 
11 percent, from 5 billion to 5.7 billion, retail sales per capita have risen by more than 90 
percent, from $2,000 to $3,850, and retail sales space has expanded by more than 200 
percent, from 40 million to 130 million square meters. Global retailers usually select long-
term expansion policies. As the big players invested and entered new markets with mix 
experience of success and failure they learned that to be successful in retail expansion is to 
use an optimal mix of countries and use of effective prototypes. 

Table 2: Top Ten retailers by their capital expenditures ($ 000) 
Sl.No. Company 2011 2010 

1 Wal-Mart Stores 8,000,000 8,000,000 
2 Target 2,500,000 2,129,000 
3 CVS 2,000,000 2,000,000 
5 Kroger 1,900,000 1,900,000 
5 Lowe’s 1,800,000 2,100,000 
Note: *fiscal year ending in August 2010 and 2011 
Source: Chain Store Age Research 

Exercise: Assignment 

Activity 1: Visit three retail stores around your school or home and fill the information in the 
table given below: 

Sl.No. Name of the Store Name of the Items 
being sold 

Type of store 

1 

2 

3 

4 

5 

6 
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Assessment 

Fill in the Blanks 

1. Retail industry is ……………… largest industry in the world. 

2. In India Retail Industry comprises of both ………….. and unorganized sectors. 

Checklist for Assessment Activity 

Use the following checklist to see if you have met all the requirements for assessment 
activity. 

Part A 
a) Differentiated between different types of retailer. 

Part B 
Discussed in class the following: 
a) What is retailing? 
b) What are the functions of retailing? 
c) What are the services to be rendered by the retailers? 

Part C 

Performance Standards 

The performance standard may include, but not limited to: 

Performance standards covered by this assessment 

Performance standards Yes No 
Identify the type of store. 
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